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This is the eleventh installment i use g the latest and greatest on how the VERB campaign is getting kids off the couch and o lfe. Read on...
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IMPACT TO DATE
21,818,956

CONTESTS

1 4,891 7 £

SWEEPSTAKES
49,296

VERB has touched over 21 children
and parents to date
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« As the VERB Anytour enters its 5th week (July 12th) we've activated more than 113,000

tweens in Anytime/Anywhere games and activities. The trucks and crews are being met with
kid-enthusiasm across the country as we're stopping at minor league
baseball games, amusements parks, water parks, and countless
community—based organizations. Kids are so excited about the tour,
they want to follow it to the next city! Influencers are also impressed
with the tour, from parents who have said “What you guys are doing is
absolutely wonderful!” to camp counselors who are having as much fun as the kids! Kids
who visit the tour have been playing a ton of games and activities from Anyhoop to relay
races, flag football to broomstick hockey. They are even making up their own games like
soccer tennis and bowling golf and taking them home to sustain fun, physical activity with
their friends! We have seen a significant increase in internet traffic during the past 4—5
weeks, which means that kids are loving the tour and checking out the site for more ways
to play!
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« The official “Nifios Activos. Familias Sanas” (NAFS) tour kicked off during the July 4th
weekend in Los Angeles. More than 4,000 parents and kids interacted 0 AT,
with the NAFS crew and got to experience physical activity first-hand. N L
Parents were given important information about how to get their kids L
active, and kids were able to participate in various activities like the 7,
basketball toss and soccer kick. In the month of July, the tour reached
approximately 20,000 parents. The tour will continue to visit various community shopping
and recreational centers in the Los Angeles area throughout the months of August and
September.

Another important part of this 26-week mobile tour is that parents will be asked to make a
pledge to try and get their kids involved in physical activity. They will even be asked to read
the pledge out loud and sign the official “Nifios Activos. Familias Sanas” pledge book.
Children will be asked to “witness” their parents signing the book, thereby creating a fun,
unique opportunity that the whole family can participate enjoy. Additionally, the families will
receive fun premiums, like Frisbees and beach balls, that remind them how easy and fun it is
to get their kids involved in daily physical activity.

a” A TTEB with tweens and showing healthy signs of
VEM breaking down kids barriers to getting

NEW CAMPAIGN DRIVES HIGHEST active. The following self descriptive
UNAIDED AWARENESS LEVELS attributes are at their highest TopBox levels
IN JUNE of agreement observed to date:

1. I would try a physical activity even if I'm
not sure I'd be good at it (70%)

2. Helps you use your imagination to find
new physical activities to do (61%)

3. Gives you confidence to try new things

VERB's unaided awareness continued a
two month climb in June (to 219%),
achieving the highest level observed during
the most recent 15 months of tracking. In
addition, tracking data showed that among

all media vehicles, TV showed its highest (62%) e _
unaided levels to date as the source of 4. | could find a physical activity that | enjoy
(82%)

VERB awareness. With the launch of the
first Sportshero commercials (Venus
Williams “Shadows” and “Places to Play”)
in May/June, the new spots are showing
positive signs of brand awareness and
relevance to tweens. In addition, Web site . .
visitation in June remained consistent it ezt it il fpaiithiens Gzl iz

with May, also at the highest mark seen working. With new creative launching in
at 10% July, August, and October, we look forward

to seeing continued positive awareness
trends with this campaign.

5. | think | have what it takes to be
physically active (749)

6. Its more important to participate in
activities than to win (79%)

VERB's message is also resonating strong
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